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ABSTRACT
This project report investigates how a fictional communication product for the Red 
Cross, is received by the target group 16 - 25 year olds. A poster with the message 
“Help ‘swag up’ Africa by donating your clothing to Red Cross!” is tested through a 
quantitative vox pop as well as qualitative focus group interviews in order to 
investigate whether or not it is possible to successfully market the serious matter of 
charity, in this ironic manner. Based on the analytical findings from the vox pop and 
interviews it is argued that it is possible, as more than 65% of our target group 
understand the message and like the style of the poster. Furthermore, it is 
concluded that the target group prefers the happy and ironic expression in the 
poster to traditional charity campaigns. 

!
SUMMARY
Dette projekt er baseret på et kommunikationsprodukt i form af en plakat, der er et 
resultat af en tre-ugers workshop med det formål at designe en fiktiv 
kommunikationskampagne. Plakaten viser budskabet “Help ‘swag up’ Africa by 
donating your clothing to Red Cross!” og forsøger at ramme en målgruppe, der er 
defineret til at være fra 16 til 25 år. Vi opstillede følgende problemformulering, “Is it 
possible to successfully market the serious matter of charity, in the ironic manner 
seen in the swAgFRICA poster?”, ud fra hvilken der arbejdes og som endvidere 
danner udgangspunkt for en undersøgelse og analyse. Undersøgelsen består af 
henholdsvis kvalitative interviews med tre fokusgrupper samt en kvantitativ vox 
pop af 100 gyldige besvarelser. Den efterfølgende analyse belyser, hvorvidt 
målgruppen forstår budskabet eller, samt hvorvidt de kan lide stilen/udtrykket på 
plakaten. Via analysen konkluderes det, at 65% af de adspurgte i målgruppen 
forstår budskabet og kan lide udtrykket i plakaten. Ydermere konkluderes det, at 
produktet har formået at ramme målgruppen ud fra de præmisser, det var 
underlagt. Der reflekteres efterfølgende over, hvad der kunne være blevet gjort 
anderledes, og hvilke faktorer der potentielt påvirkede de adspurgte og dermed 
deres svar.
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swAgFRICA - Help ‘swag up’ Africa by donating your clothing to Red Cross! 

!
This tagline stems from a communication campaign, which was created during a 
three-week communication workshop at Roskilde University. The following 
project report will take you - the reader - through the testing of our product in real 
life, and the data obtained throughout the process. 

	 We decided to create a campaign that would inspire young people to 
donate their old clothes to charity, as we were motivated by the idea of 
supporting charity through other means than financial donations. We had a thesis 
that most young Danes between the ages of 16-25 who were not already 
engaged in charity would like to start participating if it was easy and not too 
expensive for them to do so. Thus we saw a potential in this age group and 
chose it as our target group. A further elaboration of the definition of our target 
group will be highlighted in section 1. 1. 

	 We felt, the traditional style of executing a campaign by showing poor 
starving kids in order to gain sympathy from the audience had been used too 
often and would not necessarily have the intended effect on our young target 
group. Basically, we wanted to create a campaign that took a different and fun 
approach to charity and stood out from other campaigns in order to catch the 
attention of the young target group. A lot of brainstorming and research on the 
subject got us to narrow the focus down to clothing donation, as we perceive this 
aspect to be a great way of getting young people engaged in charity without 
them having to donate actual money to a given organisation.

We chose to work and collaborate with Ungdommens Røde Kors as they 
represent a national organisation and focuses on a young target group. We 
therefore expect that the intended message will be easier to communicate to the 
audience, since the value and the purpose of the organisation itself is already 
recognised by the public.

1. INTRODUCTION
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After choosing the focus and sender of our campaign, the following goal was 
formulated:

We attempt to get more young people between the ages of 16-25 to donate 
clothes to Red Cross. In order to achieve this, these three sub goals were to be 
communicated to the target group: 

!
1.	 Remind people to donate clothes

2.	 Simplify the process of donating

3.	 Stress the impact of even a small donation 

!
The sub goals were to be communicated by the following products: a poster, a 
smartphone application, and a Go-Card (see appendix 1 for further elaboration 
and descriptions). The products were designed to complement each other in 
order to reach the intended goal. The poster would thus contain information 
about the app in order to persuade the audience to download the application. 
The Go-Card would work as a fun feature for people who might not have noticed 
the poster but who would be intrigued by the different Go-Cards. We believed 
that these three products combined, would catch the attention of as many people 
within the target group as possible. Due to the limitations set by time and space, 
this project report will only focus on the poster. 

!
1. 1. Target group 
The target group 16-25 year olds was chosen as we believe they represent an 
age group that will be able to donate more clothes to charity than what they 
currently are. Most people within this age group do not have kids yet, meaning 
they might spend money on themselves and hence potentially buy more clothes 
than people from other age groups. The latter thesis was supported when we 
discovered that just about 25% of young people in the ages of 18-29 within the 
last year have at some point bought new clothes instead of washing the old ones, 
reasoning that it was easier (web 1). This points to an interesting and important 
detail; it tells us that these 25% have a significant surplus in clothing, which could 
potentially be donated to charity. According to an inquiry made by two scholars 
from Copenhagen Business School, the 18-34 year olds represent the group of 
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Danes who donate the least to charity (web 2). As a result, we see potential in our 
campaign within this exact target group and therefore seek to inspire and attract 
them to donate their used clothes to charity.

However, it is being said within the professional communication industry 
that a target group consisting of the 16-25 year olds is almost impossible to 
target. We are aware of the potentially large and difficult task at hand when 
seeking to reach an audience this wide. The difference between a 16 year old 
who is still a teenager and a 25 year old, who is characterized as an adult, is 
significant. Creating a communication product that target these two groups within 
the population can therefore be difficult, but due to our modern approach to the 
subject we believe that our product will target both the 16 year olds as well as the 
25 year olds. This reasoning is to be tested in the following project report. 

!
1. 2. Problem area 
With this project report we wish to investigate how our target group will actually 
respond to the poster we have developed, designed and produced. We thus 
intend to be able to answer or at least discuss whether or not our planned 
communication has had the intended effect on our audience. This leads us to the 
following problem definition: 

!
1. 3. Problem definition 
The work process was guided by the following problem definition:

!
Is it possible to successfully market the serious matter of charity, in 
the ironic manner seen in the swAgFRICA poster?

!
In order to reach an answer to this problem definition, the following research 
questions were formulated:

- Does our target group understand the message in the swAgFRICA poster?

- How does the target group react to the ironic style of communication in this 
poster? 

!
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The following chapter presents an overview of the theories of science chosen for 
this particular project, the reasoning behind them, and how they will be applied to 
the project. Furthermore, a description of the qualitative and quantitative methods 
used for collecting data and the limitations of this project will also be included. 

!
2. 1. Theory of Science 
As we seek to investigate the opinions and attitudes of the target group, we are 
see human beings as interpretive actors who; through their social background, 
actions, and observations, form an opinion and meaning of a given situation. We 
therefore recognise that a given situation or text is constituted by an 
understanding of its individual parts. This report takes a point of departure in 
hermeneutics. Here, the process in which the individual understands and 
interprets a given situation is referred to as the ‘hermeneutic circle’ (Højberg, 
2004: 312). The circle describes how any situation, interaction or text should be 
interpreted on the basis of its individual parts, as these are to be seen in 
reference to the whole. Thus, neither the individual parts nor the whole can be 
understood without understanding the other, thereby forming a circle (Ibid.). In 
relations to the interpretation of our communication product, we understand that 
the way, in which people interpret and see our campaign, will be influenced and 
determined by their individual background and experience. Their experience will 
thus differ from one another. However, by sharing certain demographic features 
we expect our target group to share a similar understanding of the product. 

	 The hermeneutic approach, in which every participant interprets and 
understands a given product differently according to individual background, leads 
us to the second approach chosen for this report; social constructivism. Social 
constructivism regards knowledge and perception of reality as creations of 
human consciousness, as it is “... characterised by the perception of reality being 
2. METHOD & METHODOLOGY
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decisively shaped by our acknowledgement of it” (translated from Rasborg in 
Fuglsang & Olsen, 2007: 39  ).
1
	 Reality and knowledge is thus to be perceived as non-stable phenomena, 
as the social and historical context in which they are constructed will affect and 
shape the outcome (Ibid). We chose this theory of science, as we argue that 
human interaction, such as the one taking place during an interview, is to be seen 
as a process in which perception of reality and knowledge is constructed. This 
understanding is supported by Kvale & Brinkmann who describe interviews as a 
“... knowledge producing activity” (Kvale & Brinkmann, 2009: 47).  

!
2. 2. Method 
This project is to a large extent based on self-collected empirical data, collected 
by means of a quantitative vox pop and qualitative focus group interviews. As the 
report seeks to investigate how the target group perceive our communication 
product, we chose to include both qualitative and quantitative methods for 
collecting data. 

	 

When collecting significant amounts of empirical data in order to reach a 
statistically representative result of a given investigation, the quantitative method 
is in play. As the aim of the method is to document how a given percentage of a 
target group shares a certain attitude or opinion towards a given subject, the 
method is based on data collected from “... large groups of randomly selected, 
but representative participants”  (translated from Hansen & Jørgensen, 2010: 2
180). 

	 The qualitative method, on the other hand, is working within the “... context 
dependent and the meaning- and interpretation oriented” area (translated from 3
 From Danish: ”Social konstruktivismen er, ifølge Klaus Rasborg, bl.a. kendetegnet ved antagelsen af, at 1
virkeligheden på afgørende vis formes af vores erkendelse af den", Højberg in Fuglsang & Olsen, 2007: 
39 
 From Danish: "Bruges på større grupper af tilfældigt valgte, men repræsentative deltagere", Hansen & 2
Jørgensen, 2010: 180.
 From Danish: ”Kvalitative analyser retter sig først og fremmest mod det unikke, det kontekstafhængige 3
og det menings- og forståelsesorienterede", Højberg in Fuglsang & Olsen, 2007: 340. 
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Højberg in Fuglsang & Olsen, 2007: 340). In this report, the qualitative approach is 
present during the focus group interviews. The qualitative method is used by 
means of dialogue and conversation to provide and construct knowledge of the 
participants’ actions and understandings. An interview is thus seen as a 
knowledge producing activity (Ibid.). 

	 As the quantitative method would not provide us with the sufficient data 
due to the lack of in depth information provided, and the qualitative method 
would not provide statistically representative data, we decided to use both 
methods. We first conducted the vox pop, and used the answers from this to 
create the questions for the interviews. Though the vox pop indicated that people 
were prone to affect each other when interviewed in pairs, we decided to use 
focus group interviews instead of individual interviews. The reason being, that we 
believed the situation would resemble the way our target group will meet and 
negotiate the meaning of the product with one another in ‘real life’.  

!
2. 3. Theoretical foundation 
In order to clarify and account for the testing of the campaign, different theories 
were brought into play. A brief presentation of the theories, the reasoning behind 
their inclusion and usage will be presented in the following section. The theories 
will be elaborated and applied to our case study through the upcoming analysis. 

	 Windahl & Signitzer’s theory on audience segmentation will be included in 
order to identify and account for the chosen target group. The theory will help us 
in trying to predict the outcome of our communication, by getting to know the 
target group to whom the poster will be exposed. 

Juel’s theory – the Six Communicative Functions – will be included to analyse the 
layout of the poster. It thereby becomes possible to identify and clarify the 
different elements on the poster, which in conjunction shape the overall 
communicative expression.

	 Kvale & Brinkmann’s approach to interview theory is included as we 
conduct focus group interviews in order to qualitatively investigate our audience’s 
reaction to our campaign. We will like to shape the interview questions in order 
for them to lead us to the answers we are looking for through our focus group 
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interviews. By including this theory we gain a better understanding of the people 
we are interviewing and are able to construct the best possible questions. 

        	 

2. 4. Validity  
As the founding empirical data is based on transcripts stemming from the vox 
pop and focus group interviews, the notion of objectivity of the observer must be 
taken into account in relations to the validity of the content. As articulated by Sipe 
& Ghiso in Saldana: “All coding is a judgement call [since we bring] our 
subjectivities, our personalities, our predispositions, [and] our quirks [to the 
process]” (Sipe & Ghiso in Saldana, 2009: 7). When transcribing interviews and 
coding empirical data according to the chosen theoretical framework, our 
interpretations will thus be coloured by the personal characteristics shaped by 
the social and cultural background of every individual. However, given our 
methodological stance and the fact that our report is a product of collaborative 
authoring, we believe that the various interpretations brought into play by five 
observers will avoid this issue and instead result in a more thorough analysis. This 
argument is further supported by Kvale & Brinkmann, who state that: “... 
subjectivity in this sense of multiple perspectival interpretations will then not be a 
weakness, but testify to the fruitfulness and the vigour of interview 
research” (Kvale & Brinkmann, 2009: 213). Furthermore, in accordance with the 
hermeneutic approach, the role of the investigator is not to be seen as a possible 
limitation or source of bias, but an “... active part of the knowledge, which is 
constructed” (translated from Højberg in Fuglsang & Olsen, 2007: 342).  
4
!
2. 5. Delimitation and Limitations  
Throughout the process of writing this report, we found it necessary to narrow 
down the data included due to the size and timeframe. The following section 
presents a rough overview of the delimitations and limitations of the report. 

!
 ”…aktiv del af viden, som er konstrueret.”4
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Delimitations: as we were limited by time and size, we found it necessary to 
exclude certain aspects from our theoretical framework. We therefore decided not 
to include the linguistic aspect of interviews or the importance of language in 
constructing knowledge, as we did not find it relevant in relations to our focus. 
For the same reason, we also decided not to use Windahl & Signitzer’s focus on 
the psychological characteristics of the individual when segmenting audiences 
and instead only included factors such as demography.  

	 Another delimitation is found in relation to the overall campaign. As 
previously stated, the campaign originally consisted of three elements, the poster 
being one of them. As we only focus on the poster, we see this as a delimiting 
factor for the understanding of the overall campaign. However, as the poster 
most likely would be introduced to the public on its own, we expect the audience 
to meet the poster when it is already taken out of the overall context of the other 
two elements; the app and Go Card. By only testing the impression of the poster, 
our investigation is consistent with the way in which the audience would be 
presented to the campaign in real life; out of the context of the other elements 
from the campaign. 

!
Limitation: most of the limiting factors of the report are found in relations to the 
vox pop and the interviews. First of all, when using Windahl & Signitzer’s theory 
on segmenting audiences, the first step is to define the audience and then 
determine the suitable media and channel. As we are testing an already designed 
communication product, we approached the theory in a reversed manner; we first 
defined the channel and then the audience. Second, as we encouraged the 
participants to study the poster (into depth), the answers will most likely not 
represent the reactions found in real-life. In reality, most viewers will only look at a 
given poster for a couple of seconds and not for minutes. We therefore expect 
the reactions and opinions to be less spontaneous as opposed to what they 
would have been in public. Furthermore, as the vox pop and interviews were 
conducted in Danish, we had to translate the answers into English. Though 
seeking to translate as directly and precisely as possible, we must expect some 
of the meaning to be lost in translation. 

!
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2. 6. Ethical Reflections 
The preliminary research indicated that we might face some ethical issues in 
relations to how the African children portrayed on the poster. Some of our co-
students feared that it might be seen as unethical and offensive, thereby 
removing the focus away from the intended message. However, due to the age of 
our target group we hope that the sensitive elements will not be regarded as 
unethical but as ironic features. 

	 We believe that taking ethical considerations into the planning process is a 
keystone in planned communication. We therefore took the ethical issues into our 
perspective and included questions on whether or not the participants found the 
poster to be offensive.

!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
!
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When creating a communication product it is vital to know the audience as “... it 
is important to ask with whom the communicator really communicates” (Windahl 
& Signitzer, 2009: 220). A useful and significant component in the process is the 
aspect of audience segmentation. This comes into play when asserting whether 
or not a communication product is able to reach a given target group. The 
essence of audience segmentation is to identify and segment the audience in 
accordance with given characteristics. Windahl & Signitzer argue that it becomes 
possible to predict the consequences of the message in the communication 
product when an audience is identified (Ibid.).

!
3. 1. How we used Audience Segmentation 
Windahl & Signitzer state that “... a key problem in segmentation is moving from a 
theoretical, nominal definition of a segment to a practical, operational 
definition” (Windahl & Signitzer, 2009: 230). Following this, a simple approach to 
segmentation could be to start with identifying what characterises the group of 
people the communication product intends to reach. 

!
	 As already articulated, this report takes a point of departure in a campaign 
created during a three-week workshop. Consequently, the audience 
segmentation was already defined. After critically reviewing Windahl & Signitzer’s 
nine possible dimensions to segment, we chose to focus on four of the positions, 
these being Demographic segmentation, Beliefs, Media use and Issues and 
communication. We thereby leave out Attitudes, Behaviour, Principle of Access, 
Public’s Resources and Process-related segmentation because we believe that 
our research would not benefit from including these. Demographic characteristics 
refer to age, gender, occupation, family size, income, education, geographical 
location, religion, race and nationality (Ibid.: 222). 

When defining the target group, the demographic characteristics were taken into 
account. As a result, our target group was defined as Danish citizens in the ages 
between 16 and 25 regardless of their gender. Initially, the target group was also 
3. AUDIENCE SEGMENTATION
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to include segmentation based on the geographical area of Copenhagen, but 
somewhere along the way during our preliminary testing we found no basis for 
not expanding the campaign to all of Denmark. As the vox pop indicated, the 
poster appealed to 65% of the participants, regardless of geographic 
characteristics and gender, and we therefore conclude that the expansion was 
successful. Further processing of these results can be found in appendix 2.

!
Beliefs: is based on how an individual perceive him- or herself in the world. The 
experience of oneself is subjective and will influence how an individual construct 
beliefs about themselves situated in the given environment (Ibid.).

Following this definition, the notion of beliefs comes into play when asserting how 
an individual within the target group will perceive the communication product. We 
asked ourselves the question; can the target group identify with the various 
elements, the layout and the message of the communication campaign and do 
these cohere with what the target group believes about themselves? If the target 
group is able to identify themselves with the message and style of the product, it 
will potentially reflect how they experience themselves in the environment. As our 
communication product seeks to target a specific group and inspire them to 
actually donate clothing to charity, we seek to connect to the audience who 
identify themselves as helpful and good people. We believe that this will work in 
our favour, as our assumption is that most people are interested in categorising 
themselves as a good person, which can be realised by helping other in need. We 
also believe that for the people would already classify themselves as good and 
helpful human beings, the poster will be easy to relate to. 

!
Media use identifies the media channels prone to be used by a certain target 
group. The communication planner will thus be able to obtain knowledge of what 
channel to adapt in order to reach the intended target group (Ibid.).

In order to make a successful communication campaign, the choice of media 
channels is of the essence. For the chosen target group, a wide ranged and 
affective media channel was chosen, namely that of a poster. The poster has its 
advantages as well as disadvantages much like any other media channels. The 
advantage being many people within the target group is going to be confronted 
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with its message as it is posted in the public sphere. Furthermore, the poster is 
easy to distribute and make visible in the public sphere. If placed in the right 
places around the cities of Denmark, many pedestrians and cyclists will be 
confronted with the poster and its message, creating a great platform for 
successfully communicating the message of the campaign. We are aware that 
many people outside the target group unavoidably will be confronted with the 
poster and hereby become subject to a message for which they have not been 
targeted. We thus had this in mind when discussing the placement of the poster. 

!
Issue and communication is an aspect of segmentation-theory developed by 
Windahl & Signitzer drawing upon Grunig (1987), has been applied in our project 
in order to identify the target group, thereby using the theory methodologically. 
The essence of the theory is to segment the public into four groups, namely the 
All-issue publics, apathetic publics, single-issue publics, and involving-issue-only 
public, consequently getting a clearer picture of the target group, which then 
enhances the possibility of creating a communication product that will have the 
intended effect. Our target group is a mix of the single-issue publics, and 
involving-issue-only publics. These two are characterised by a lack of 
engagement in much activity except from what affects their own narrow field of 
interest or what unavoidably will affect them or their life. As previously mentioned 
in the Belief section above, we have designed the poster in a way that will appeal 
to our target group and their self-image as good or helpful people. We thereby 
hope to make them feel as if their self-image can be enhanced, by joining the 
swAgFRICA campaign. The reason behind choosing these two publics is, that 
those who fall outside are most likely already donating clothing or are at least 
aware of the issue. 

!
!
!
!
!
!
!
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This section seeks to analyse the poster according to Juel’s six communicative 
functions. This theory will be used to analyse how the different functions of the 
poster interplay and how they will affect the audience. The findings from the 
analysis will be discussed later on by comparing it to the feedback from our 
target group, in order to conclude whether or not the element as defined by the 
functions, had the intended effect on our target group. 

“We are always doing many things at the same time when we are communicating” 
(Juel, 2013: 389), which is why the aspect of content analysis comes into play as 
a helping hand when trying to asses the text in a given communication product. 
The notion of  ‘text’ does not only refer to linguistic expressions but is to be 
regarded merely as ‘products’, which have a form that can be the objects of a 
content analysis (Ibid.). Juel offers an interpretation of Jakobson’s six 
communicative forms in which he takes a point of departure in a 
“phenomenological approach to the analysis of media content” (Ibid.: 377). This 
phenomenological framework is set to find the essence of the phenomena/
product and is to be regarded as dynamic. In this way 

!
“... it is possible to take the content analysis a step further than just 
confirming the rather trivial cliché, that it is not just what is being said or shown 
that is important, but also how it is being said or shown” 
 (Ibid.: 382)

The six functions are chosen in order to anchor the media analysis in the 
swAgFRICA poster. It is important to note that the six functions are overlapping 
and thus difficult to separate. Nevertheless, all the respective functions should be 
considered individually when asserting a communication product with the pre-
understanding of the functions as being dynamic and related (Ibid.). 

!
1. The referential function comes into play when assessing what the 
communication product refers or relates to. It is based on the idea that the 
4. Juel’s Six Communicative Functions
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product is contextualised in relation to something in the surrounding world hence 
the product refers to a concrete concept (Ibid.). 

!
One of the first things that catch the eye when looking at the poster is the 
headline ‘swAgFRICA’, which is a contraction of the two words ‘swag’ and 
‘Africa’. The word ‘swag’ is a contemporary concept or slang used to describe a 
certain type of human attitude and/or way of dressing. The word ‘Africa’ refers 
explicitly to the continent, which is a common point of interest within charity and 
human aid. The two words combined then put the poster in a contemporary and 
humoristic context, which potentially make it stand out from other traditional 
charity campaigns. At the bottom of the poster the phrase ‘donate your clothes’ 
is written, which positions the poster in reference to clothing donation; a well 
known concept of charity. 

!
2. The connative function points at how to influence the receiver and make them 
act in a certain way. In other words, it seeks to facilitate a behavioural change in 
the receiver. It can be argued that the function is based on an imperative principle 
(Ibid.). One of the main conative features can be identified in the relation between 
images and the repetition of a name. These are used in order to attract attention 
from the receiver, consequently nudging them via imperative statements into a 
behavioural change. Thereby being in alignment with the communicative product. 

!
When analysing the poster according to the connative function, the lower part of 
the poster can be regarded as an important element. The sentence ‘Help SWAG 
up AFRICA - DONATE your clothes’ clearly states that a behavioural change is 
advocated and the receiver is then urged to take part in the campaign by 
supporting the cause. Though this specific element is the only one to advocate a 
direct behavioural change, the poster as a whole is designed to provoke 
alternative emotions as opposed to traditional charity posters. In our poster, the 
use of happy faces and a colourful background is designed to catch the attention 
of the receiver and lead him or her to the sentence in which the actually 
behavioural change is articulated. Furthermore, an element immediately below 
the sentence stating: ‘Participate - download our app’ is added as a stepping-
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stone toward the intended behavioural change. This element wishes to have the 
receiver actively to take action and download an app, which is designed to make 
the donation of clothes easier and more convenient as well as creating an 
interactive space for the donors to upload pictures of their donations to the shops 
and the purchasing in the shops.     

!
3. The emotive function refers to “…what the text in and through itself reveals 
about the author or sender” (Ibid.: 383). The text is representative of the sender 
and how the sender wants to be perceived by the receiver, based on the 
characteristic and attribution subject of interpretation by the receiver. The 
function becomes relevant when the text is considered as being “... most often 
implying something about its implicit author” (Ibid.: 383). Implicit is a keyword that 
implies what this function is concerned with; what is being told about the sender 
between the lines. In other words ”...looking for the emotive function means to 
search for elements or aspects of a given media product that as symptoms are 
displaying something about the characteristics, attitude and norms of the 
sender” (Ibid.: 384).

!
The poster points to the fact that the sender - Red Cross - is a modern and 
different organisation with a humoristic side, who wishes to change the way of 
communicating a serious matter to the public. It also tells us that the sender is 
aware of the type of audience they are aiming for, as the poster is designed within 
a frame to target a certain audience. The latter can be identified, as the poster 
would primarily be comprehensible for an audience who understands the 
references to the constructed word ‘swAgFRICA’. By also including a so-called 
hash-tag on the poster, it further amplifies a modern and ‘young at heart’ 
organisation that keep track of contemporary society tendencies.  

!
4. The phatic function takes form as the social aspect of the communication 
product, in which the media production is attempting to maintain or create a 
social relation between the sender and the receiver. The phatic function points to 
the social essence of the communication product, which can be identified as an 
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open channel between sender and receiver in which features are incorporated in 
order to establish or maintain the relationship between the two parties (Ibid.: 387).

!
The phatic function is highly identifiable in the poster, as it points to encourage 
social interaction among receivers as well as between sender and receiver. Red 
Cross has created an online community which people are able to join. By 
downloading the app and using the hash-tag on the social media platforms, the 
receiver becomes part of a bigger whole. The design of the poster with ‘outer 
space’ in the background, further amplifies the idea of a grander community. We 
believe that by using elements such as a hash-tag and an app, we will 
successfully persuade the members of the target group to engage with Red 
Cross, hereby making use of the phatic function described above. 

!
5. The poetic function occurs when a media production is able to “... draw 
attention to itself by crafting a creative design and styling the text” (Ibid.: 389) and 
thus points towards itself as being a text, or product if one will. Juel argues that 
this function could also be called ‘the aesthetic function’ as it revolves around 
features that designs, shapes and styles and thus crafts aesthetically. In relation 
to the content analysis of the given communication product the poetic function 
points to and identifies the design as a whole.  

!
The poetic function can be identified in the catch phrase ‘swAgFRICA’, which is 
to be regarded as a focal point in the campaign. This latter word is unique and 
makes the poster stand out from other campaigns as already mentioned in the 
previous functions. The play of words along with the distinct space-background, 
are two elements that function as an eye-catcher for the given audience who will 
be exposed to the poster in some way or another. The two children featured in 
the poster are dressed in a matter that normally is not associated with poor 
African children in need of charity, thus they make the poster stand out even 
more by making the audience look twice at the poster in order to understand the 
overall context of the campaign. The poster can thus be described as successful 
in “... draw[ing] attention to itself by crafting a creative design and styling the text” 
(Ibid.: 389). 
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!
6. The meta-communicative function can be regarded as being above the 
communication product or about the communication product. It can be argued 
that the meta-communicative aspect lies implicit in the whole text and product. 
The purpose of this function is to clarify the meaning of the text that the receiver 
may not understand. The meta-communicative function is thus directed towards 
“...that there is something in the text, pointing to the common ground, the 
conventions and to the specific use of the mutually understandable tools of 
communication” (Ibid.: 388).

!
The meta-communicative function can be identified in various ways on the poster. 
The logo of Red Cross in the bottom right corner works as a meta-communicative 
tool, as the poster ‘steps back’ and describe its sender. The logo manages to 
communicate that Red Cross is the sender, hence securing the potential donors 
that the organisation is trustworthy due to the recognition of the logo. 
Furthermore, the text surrounding the donation of clothing is working on a meta-
communicative level as it speaks to- and directly explains the receiver what the 
poster actually wants him or her to do. Though it can also be classified as 
explanatory. 

!
!
!
!
!
!
!
!
!
!
!
!
!
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!
This section will contain a short description of the theoretical considerations 
constituting the base of the vox pop questions. Furthermore, it will present the 
results of the vox pop in the shape of different diagrams. 

!
5. 1. Why Vox Pop? 
The word vox pop comes from the Latin word Vox Populi, which means voice of 
the people. According to the Oxford dictionary, vox pop is “An interview with a 
member of the public canvassed for their opinion, typically in the 
street” (Alexander, et al, 1998). The basic idea behind the vox pop in this project 
report is to collect the target group’s fair opinion, which then can be measured in 
a diagram. On top of that, the data from the vox pop are the starting point to 
generate the interview questions, which consequently will provide a clear outlook 
of the communication product. The vox pop is used as our quantitative method to 
generate data. 

!
5. 2. What did we do? 
We chose to conduct the vox pop on a random Saturday during daytime within a 
four-hour time-span. We are a group of five members, which is why we decided 
to divide the group into two smaller parties; one party conducting the vox pop on 
Sankt Hans Torv and around Nørreport station, while the other party was on 
Strøget and the appertaining side streets. We approached the possible 
respondents by initially asking them if they could spare a couple of minutes, 
which most of them were willing to. We decided to ask 100 respondents, equally 
divided between male and female. Furthermore, we segmented the respondents 
into three different age groups i.e. age group 16-18, 19-21, and 22-25 year olds, 
in order to simplify the analysis process and to spot any differences in opinion 
within the target group. Consequently, the respondents’ answers and opinions 
stem from both genders and all age groups contributing to create more solid and 
diverse data for this research.

5. VOX POP
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5. 3. Vox Pop Questions 
Before conducting the vox pop we formulated four questions based on the 
problem-definition and working questions. As a result, we came up with the 
following question:

1. How old are you?

2. What do you think this poster wants you to do?

3. Do you like the style of this poster?

   3.a. If yes: What do you like about it?

   3.b. If not: Why don’t you like it?

4. Would you find this poster offensive or too radical if you saw it in the public 
sphere?

!
5. 4. What did we find? 
The vox pop data indicated that the answers and opinions of our target audience 
could be segmented in relation to their age group. As shown on chart 1.1 below, 
46% of our male respondents are in the age group 22-25 year olds, 34% are in 
the age group 19-21 year olds, and only 20% of our male respondents are in the 
age group 16-18 year olds. On the female respondent chart, 36% are at the age 
21-25, 34% are at the age 19-21, and 30% are at the age 16-18. 

!
!
!
!
!
!
!
!
!
!
!
Chart 1.1 
Percentage of male respondent based on 3 
age group.
!
Chart 1.2 
Percentage of female respondent based on 3 
age group.
!
46%
34%
20%
Age16-18 
years old
Age 19-21 
years old
Age 22-25 
years old
36%
34%
30%
Age16-18 
years old
Age 19-21years old
Age 22-25 
years old
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5. 4. 1. What do you think this poster wants you to do? 
Based on our first vox pop question we created the diagram below (Diagram 1.1 
and Diagram 1.2) to illustrate how many per cent males and females from each 
age group understood the intended message of the swAgFRICA poster. As 
shown in diagram 1.1, more than 75% of male respondents in the age group of 
19-21 year olds understand the intended message of the poster, compared to 
only 50% of male respondents in the age group of the 16-18 year olds. Similarly, 
as shown on the diagram 1.2, more than 70% of the female respondents in the 
age of 19-21, understand the intended message, compared to only 53% of 
female respondents in the age group of the 16-18 year olds.

!
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Do the male respondent understand the message of the poster?
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5. 4. 2. Do you like the style of the poster? 
The data from our second question is shown below in diagram 1.3 and 1.4. The 
result is based on whether or not the respondents like the style of the poster. The 
diagrams illustrate a positive tendency in which more than 50% of all of the 
respondents like the style of the poster. In both diagrams we can see that both 
males and females in the age group of the 22-25 year olds like the style of the 
poster more than the other age groups. However, it also shows how the female 
respondents are more receptive toward the style of the poster compared to the 
male respondents.

!
!
!
Diagram 1.2 
Do the female respondent understand the message of the poster?
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Do the male respondent like the style of the poster?
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Do the female respondent like the style of the poster?
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5. 4. 3. Would you find this poster offensive or too radical if you saw it 
in the public sphere? 
The data from the last question is shown in diagram 1.5 and 1.6. The diagrams 
below are based on whether or not the respondents found the poster offensive 
when displayed in the public sphere. As illustrated in the diagrams, approximately 
more than 80% of both male and female respondents from all age groups did not 
find the poster offensive.
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5. 5. Sub-conclusion  
The following sub-conclusion will only present findings from the vox pop, which 
will ultimately support the final conclusion. Deducted from the results above we 
thereby conclude that the general feedback we received, is positive. We can see 
from diagram 1.1 and 1.2, that an average of 65% like the style of the poster and 
understand the intended message. However, there is an indication that the 
younger audience in the age group 16-18 found the message of the poster to be 
unclear. This potentially endangers the campaign, as it may remove the focus 
from the intended message. Furthermore, more than 75 % did not find the poster 
offensive, which is a positive outcome - considering the fact that this poster will 
be placed in a public sphere. Based on diagram 1.3 and 1.4 we can conclude 
that the female audience is more prone to like the style of the poster as opposed 
to the male audience.
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!
!
	 

In the process of preparing for the interviews, notions about interview technique 
as theorised by Kvale & Brinkmann in the book Interviews (2009) was taken into 
use. The interview form chosen for this project was that of a semi-structured life 
world interview, in which the aim is to understand the world, or the poster, from 
the interviewees point of view (Kvale & Brinkmann, 2009). 

!
“The semi-structured life world interview seeks to obtain descriptions of the 
life world of the interviewee with respect to interpreting the meaning of the 
phenomena: it will have a sequence of themes to be covered, as well as some 
suggested questions.” 

(Ibid.: 124)  

!
	 During the interview, power relations between the interviewer and the 
interviewee need to be established by the interviewer from the very beginning. 
Thus the interview is not to be conducted as an everyday conversation. In spite of 
an ideal friendly atmosphere, the interview must take place with a mutual 
understanding to produce knowledge about the given topic, in this case the 
swAgFRICA poster (Ibid.). 

	 We implemented this notion by setting the agenda from the beginning of 
the interview so our interviewees were in no doubt about what was going to 
happen and what we expected to get out of the interview. Kvale & Brinkmann use 
two different metaphors on how to conduct an interview; the miner and the 
traveller (Ibid.: 49). The metaphor chosen for this project is that of the traveller. 
Kvale & Brinkmann write: “…[a] travellers conception leads to interviewing and 
analysis as intertwined phases of knowledge construction, with an emphasis on 
the narrative to be told to an audience.” (Ibid.: 49). This correlates with our social 
constructivist approach, in which the narrative is delivered and constructed 
simultaneously with the unfolding of the interview.  

!
6. TOWARDS AN INTERVIEW
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	 With the previous notions in mind, we will prepare a set of general 
interview-questions. However, in order to go into depth with what the 
interviewees really mean by the answers they give us, we will add non-prepared 
following-up questions, e.g. “What do you mean when you say that …”. By 
conducting the interview this way, we will not only obtain answers to our 
questions but will be able to understand why our interviewees answer or react the 
way they do by getting to know them. Our interview will consist primarily of Direct 
Questions, Follow-up Questions, Probing Questions, and Interpreting Questions 
(Ibid.: 136). 

	 We decided to create three focus group interviews featuring a boy and a 
girl from each of our three vox pop age groups (16-18, 19-21, 22-25) in order to 
make a segmentation within age, as the vox pop showed a slight difference in 
opinion regarding the opinion towards the poster. We believe that a focus group- 
contrary to single person –interviews would create a situation for the interviewees 
that would come closer to the way in which our target group will be exposed to 
the campaign in real life, where people most likely will discuss the poster with a 
friend or two.

Prior to conducting the actual interviews we conducted test-interviews in 
which we tried out our questions on representatives from the target group. Their 
responses will not be included in the following report, but were taken into 
consideration when developing and refining the questions for the actual 
interviews. This also helped us assure that our interview questions would result in 
answers leading us closer to answering our research questions. 

As part of the preparation for the interviews, we took contact to a 
representative from the communication and marketing department in Red Cross 
with whom we discussed our campaign. The feedback she gave us was taken 
into consideration when conducting the actual interviews. 

!
6. 1. Interview results compared to the vox pop results  
The following section presents the answers and data from the three focus group 
interviews. It will not include a transcription of the interviews, but merely highlight 
the most important answers. The transcripts – along with the original Danish 
formulation – can be found in appendix 2. 
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!
1. When asked the first question, “What is the first thing you see or notice on 
the poster?”, we detected a slight difference from the youngest age group 
compared to the other two. The 16-17 year olds noticed elements such as the 
background, the colours and the use of the word ‘swag’ and concluded that they 
found the poster to be very modern and “… of course humoristic.” (Int.1: 1.43). 5
The other age groups both mentioned the African children being the first thing 
they noticed (Int. 2: 0.32) and emphasised that the smile on both kids’ face made 
the poster stand out. They agree that it is “… the guy on the left’s smile” (Int. 3: 6
0.28).

When compared to the vox pop data, a somewhat similar indication of 
what was perceived as the most noticeable element on the poster was expressed 
indirectly. Even though the same exact question was not asked, many people 
within the middle and oldest segment’s answers indicated that the image of the 
African children was the element they first noticed. 71% of the people asked in 
the vox pop included ‘Africa’ and/or the children in their answers to the posed 
question, indicating that the children are indeed what the vast majority notice 
when first presented with the poster (See appendix 2). Both the vox pop and the 
interviews thus indicate that more than two thirds of the target group immediately 
notice the children.

!
2. During the interview, when asked “What do you think the poster wants you 
to do?”, all of the participants reached a similar conclusion; ‘donating clothes to 
Africa’ (Int.1: 2:05). However, the middle and oldest segment mentioned that they 
had to read the text before realising the actual message, stating: [M25]: “... if the 
text at the bottom had not been there…” [F25]: ”… no, then I would not have 
understood what it was about either …”.  Despite this, the message seems clear 7
to all the interviewees (Int.2: 00:52, Int.3: 1:39). 

 ”… det er jo selvfølgelig humoristisk.” 5
 ”… drengen til venstres smil.”6
  [M25:] ”… hvis teksten i bunden ikke havde været der…” [F25:] ”… nej, så ville jeg heller ikke forstå 7
hvad det handlede om…”
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In accordance, the data from the vox pop illustrates that an average of 
more than 65% of the target audience understand the intended message of the 
poster, as many of them say that the poster is about ‘donation’ and ‘charity’ when 
asked during the vox pop. A small tendency is detected among the male-
audience who found the overall message of the poster to be slightly unclear. This 
opinion was detected among the middle and older age group in the interview, in 
contrast to the vox pop in which it was the 16-18 year olds who found it to be 
unclear. 

!
3. When presented with the question “What do you think about the 
combination of choice of words and pictures on the poster?”, the 
interviewees responded in accordance with each other; 

they all liked the different elements of the poster. Some of the respondents 
observed that “[w]hen I think about donation, I think it is a little old-fashion…”  8
(Int. 1: 3.45), but thought that the poster accomplish to represent an ‘old issue’ in 
a modern and contemporary way. They further elaborated that the modern 
approach of donating clothes by combining youthful words and pictures gives the 
poster more sense and attracts the attention of the target group. They considered 
the catchphrase ‘swAgFRICA’ to represent a way of speaking that they could 
relate to. They point to the fact that the way the two children on the poster are 
dressed and portrayed, gives positive associations as it shows African children in 
a different and optimistic way, which makes it easier for the participant to identify 
with them. 

During the vox pop, the targeted group was not presented with this 
question but some of them commented spontaneously on the choice of wording 
in the poster. They elaborated that the word ‘swAgFRICA’ made them think of 
‘swag’, which some of them could relate to and some of them could not. 
However, the overall feedback on this subject in the vox pop, came across as 
positive. 

!
4. When asked whether “They like the style of the poster or not?” all of the 
respondent were generally positive in their feedback. They all liked the style of the 
  ”Når jeg tænker donation, så tænker jeg det er lidt gammeldags…”8
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poster based on the positive and optimistic style, i.e. the smiling children. 
Furthermore, they liked the ironic approach of the campaign, stating, “…it 
catches my attention as it is supposed to…”  in contrast to “…the pictures you 9
normally see in the media [of kids] not wearing shirts and having distend 
stomachs.”  (Int.3: 3.40). 
10
In the vox pop, the data illustrated that more than 65 % of all of the 
respondents from all of the age groups liked the style of the poster. This indicates 
that the targeted audience in the vox pop is positive towards the combination of 
choice of words and pictures. The fact that more than 65% liked the style of the 
poster reflects that they understand the combination of words – swag and Africa.

!
5. When our interviewees were asked, “Did you feel provoked or offended 
when first presented with the poster?” neither of them found the poster 
offensive in any way. The segment 19-21 found the traditional charity posters 
depicting poor African kids to be more offensive, whereas this poster makes them 
feel happy: “… here you actually get a smile on your face.” The older 11
participants did not feel offended by the poster either but on the contrary they felt 
intrigued by the alternative way of making a campaign (Int.1: 7.15; Int.2: 5.54; Int.
3: 5.13). 

	 The latter interview results show that this is in alignment with our vox pop 
data in which more than 75 % of the target group did not find the poster to be 
neither offensive nor provocative. 

!
6. When our respondents were presented with the question “What do you think 
could have been different on the poster which would make it appeal more to 
you?”, we received contradicting answers. The younger segment suggested that 
it could be designed in a less controversial manner but concluded afterwards that 
“… I am not sure it will have a positive affect on us.” (Int. 1: 9.49).  The middle 12
 ”…den fanger min opmærksomhed som den skal…”9
 ”…de billeder man normalt ser i medierne af uden bluser på med helt udspillede mave.”10
 ”…her får man jo faktisk et smil på læberne.”11
  ”… jeg ved sgu ikke om det vil have den gode effekt på os.”12
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segment suggested that the word ‘clothes’ should be changed to capital letters 
like the word ‘SWAG’ or ‘AFRICA’ in order to make it stand out more. From the 
older segment we received two varied answers; the female interviewee thought 
the traditional posters, depicting poor kids, were more effective and therefore 
suggested an almost complete redesign in order for the poster to appear closer 
to reality (Int. 1: 5.56; Int. 2: 8.22). However, the male respondent disagreed with 
these suggestions and stated: “I would rather see a picture of a child who got a 
pair of pants and looks happy, than a picture of a child who does not have a pair 
of pants and looks sad.”  (Int. 3: 7.54). He thought that the message could be 13
understood as; ‘donate your clothes in order to make kids happy’, which he really 
liked (Int. 3: 7.10). However, it is important to mention that this question might 
have been posed as a leading question, which is why the interviewees had the 
time to reflect and might have felt pressured to find an answer, which resulted in 
them contradicting their previous answers. We therefore believe that we might 
have received a different result had we asked: “Are there any changes that would 
make the poster appeal more to you, or would you keep it as it is?”  
!
A question regarding changes of the poster was not posed during the vox 
pop and therefore we did not receive any further feedback from our respondents 
that we can compare to the interview data. However, some of the respondents 
did spontaneously come up with ideas and suggestions on how they thought the 
design of the poster could be improved according to their perception.  These 
ideas were mostly concerned with colour and the setup of the layout. 

!
7. At the end of the interview our respondents were asked: “Do you have any 
ending notes or thoughts on the subject you would like to add before we 
end the interview?”. Here, the younger and middle segment commented on how 
they liked the overall look of the poster, and mentioned that they would probably 
browse and use the hash-tag. Both groups agreed to the fact hat the hash-tag 
made the poster look professional (Int.1: 13.18, Int. 2:11.07). In the older 
segment, the male respondent thought it was slightly confusing that the kids on 
 ”Jeg vil hellere have et billede af et barn, der har fået et par bukser og ser glad ud, end jeg vil ha’ et 13
billede af et barn, der ikke har bukser på og ser ked ud.”
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the poster were younger than him and therefore would not be able to fit his 
clothes. But he also said that it would not stop him from donating (Int.3: 13.39).

               This last question was not posed during the vox pop either, and we are 
therefore not able to compare findings in relations to this last question. The 
closest we got to some ending notes from our respondents from the vox pop, 
was the spontaneous comments already presented in question number six. 

!
6. 2. Conclusive remarks based on the comparison 
As indicated in 6.1 nearly all of our target group respondents from both the 
interviews and the vox pop, have similar responses and comments about the 
poster. We are able to determine that we generally received a very positive 
response towards the poster and due to the interviews we gained more in depth 
opinions. Even though the interviewees had more time to reflect upon their 
answers as opposed to the vox pop respondent, the qualitative- and quantitative 
collected data does not show big differences.

	 However, the interviews were semi structured, thereby enabling us to add 
questions along the way and interact more with the interviewees than what was 
possible in the vox pop. In the vox pop the product was tested on 100 random 
members of the target audience, indicating a largely positive attitude towards the 
communication product. The two investigations then ended up working nicely 
together as the interview would provide us an understanding to why people 
answered the way they did to the different answers. 

!
!
!
!
!
!
!
!
!
!
!
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This chapter will present a discussion of the data obtained in the analysis through 
the vox pop and focus group interviews. The results will be decoded and 
compared to our original idea and intended effect behind the campaign as well as 
introduce some new reflections on the subject. This section will also include the 
feedback we received from our aforementioned interview with a representative of 
the Red Cross marketing and communication department, who gave us a 
possible solution to the issue of offending people outside of our target group. 

!
7. 1. Intended effect vs. Results  
This section seeks to compare the data we got through the vox pop and the 
interviews with the intended effect on the target group we wished to reach 
through the campaign poster. It will take a point of departure in our earlier 
analysis of Juel’s six communicative functions, which describes how we see and 
understand the design of the poster. We will hold the analysis up against the 
collected empirical data, in order to determine whether or not our target group 
actually did experience the poster as we intended them to.  

!
1. With The referential function we wished for our audience to understand that the 
poster was part of a Red Cross charity campaign. This was done by means of the 
text “donate your clothes” along with the Red Cross logo in the bottom of the 
poster. According to the findings from the vox pop and interviews, we largely 
succeeded, as most of the respondent understood that the poster had something 
to do with charity and donating clothes, and some people even referred to the 
logo. 

2. The connative function was concerned with behavioural change. We wished to 
obtain that by explicitly mentioning ‘Help swag up Africa - Donate your clothes’ at 
the bottom of the poster. In cooperation with the referential function, we 
succeeded in guiding people towards clothing donation. However, it is not 
possible with this project report to measure whether or not an actual behavioural 
change is occurring within our target group.

7. DISCUSSION
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3. The emotive function. As stated earlier in the project, we aimed for the sender 
to come across as light-hearted. We wanted Red Cross to be portrayed as a 
young at heart organisation that knows how to communicate to their young target 
audience. The ironic way of portraying the kids and the choice of the tagline 
‘swAgFRICA’ was also meant to appeal to our young target group. We believe to 
have achieved that, as 65 % of the participants along with all of the interviewees 
liked the style of the poster and believed it to be appealing to their age group. 

4. With The phatic function we sought to establish a form of social interaction 
between the senders and the receivers, but especially amongst the receivers. The 
app and hash-tag were both part of a strategy used to evoke an interest amongst 
our target group towards social interaction. Some of the interviewees did actually 
mention that the hash-tag symbol was very interesting and appealing, and that 
they would like to browse it. 

5. In order to make the poetic function shine through in our poster, we intended to 
create an original campaign using a layout and tagline that had not been seen 
before. Based on the vox pop and the interview it becomes clear that we 
succeeded in drawing attention to the poster through the tagline ‘swAgFRICA’, 
which most of our target group found to be different and funny. A lot of the vox 
pop respondents also pointed out that the background and positioning of the 
children in the posters played a big part in why the poster appealed to them. 
Several of the interviewees mentioned that they preferred this poster to traditional 
charity campaigns featuring poor children, because of the different colours and 
the general joyful approach to the issue. The image of the two boys and the 
choice of colours then worked appropriately as an eye catcher, which was 
intended to attract the attention of our target group and make them stop and read 
the text. 

6. With the meta-communicative function we wished to draw attention to the fact 
that our sender is a well-known charity organisation. Therefore, we chose to 
include the logo of the organisation in the poster. As a result of the interview, we 
found that our target group did understand and like the fact that Red Cross was 
the sender – as they already knew about the organisation and had seen the 
second hand stores and containers placed around the country. 

!
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7. 2. Confusing campaign? 
When discussing whether or not the style of the campaign was successful, we 
also wish to point to the parts that might not have worked as well as we hoped. 
Even though the majority of our target group did like the campaign, we also 
experienced that some of our respondents thought it to be a bit confusing and 
maybe even misleading. 

Our observations tell us that the confusion might occur when our audience 
take our campaign too literal. The poster was designed to function as an eye-
catcher in order to stand out from other posters and campaigns in the public 
sphere, which is why we chose the ironic style where the kids do not look like 
poor African children at all. The line ‘Help swag up Africa’ is also meant as an 
eye-catcher and a catchphrase/tagline to make people remember the campaign. 
The clothes donated to the Red Cross are mostly going to be sold to fabric 
buyers and the money will then be send to different countries in need. Some of 
the clothes will also be send to Africa but this only constitutes a small percentage 
of the overall clothing donations. 

As mentioned earlier in section 6.1. concerning the interviews, one of our 
interviewees expresses his confusion about the kids on the poster being younger 
than him and therefore would not be able to fit the clothes he would donate. A 
few people in the vox pop expressed the same confusion. However, most of them 
stated that they would probably donate their clothes anyway. If a lot of people 
misunderstood the campaign in the same way and therefore did not donate their 
clothes because of it, it would be a problem for our campaign. However, we 
determined that our target group would still donate because they generally like 
the campaign and this misunderstanding therefore does not have a big effect on 
the campaign. 

We also had a few people in the vox pop that pointed to the happy kids on 
the poster as being misleading because. They did not understand why the kids 
were in need of more clothing donations if they were already as happy as 
depicted on the poster, and wearing really nice clothes. 

Through our different investigations, it was confirmed that it is not possible 
to create a campaign that will be accepted, understood and liked by all of the 
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people in the target group. There will always be people who are simply not 
interested enough to take action or who are not affected by a campaign. 

!
7. 3. Meeting with Red Cross and discussing solutions 
A consistent discussion throughout this project report has been the topic of 
offending people through the campaign. Even though our investigations indicates 
that our target group did not find the poster offensive, we might experience 
people from outside the target group to be offended e.g. by the way the children 
are portrayed. Some of the respondents in the vox pop also mentioned that they 
could imagine an older audience being offended by the style and expression. We 
experienced this first-hand when we were approached twice during the vox pop 
by older ladies, who seemed shocked, surprised, and offended by the poster. 

	 During the process of creating this project we had a meeting with Ann-
Christin Lystrup, the representative of the Red Cross marketing and 
communication department, to whom we raised this potentially problematic 
aspect. She suggested a solution during the interview when she proposed the 
option of simply excluding the audience outside the target group. This could be 
obtained by only placing the poster in institutions consisting mostly of our target 
group, e.g. in gymnasiums and/or universities. Overall, she was very fond of the 
expression and design of the poster, but thought it was too radical for Red Cross 
to adopt at this stage. However, she was very interested in the discussions that 
had taken place in the developing phases of the project, and stated that she 
would propose an approach similar to our poster, at the next assembly for the 
Red Cross marketing and communication departments. Her proposal about 
presenting the poster in a gymnasium or university or any other closed 
environment in which only our target group will be found, would remedy the issue 
of offending people outside the target group.  

!
!
!
!
!
!
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The following section contains reflections of the whole work process. It should 
also be seen as a reflecting discussion, but with a focus on what could have been 
done differently throughout the process in order to optimize our findings. Finally it 
will include a general summary of what the process has taught us and what we 
will bring with us to future, similar work processes. 

!
8. 1. Gathering of Empirical Data 
After having thoroughly examined the data from the vox pop as well as the 
interviews, we reflected upon how we could have generated different findings. 

As mentioned earlier we conducted the vox pop in two groups 
simultaneously in two different places in Copenhagen. It is possible to point to 
considerable differences in the answers we received from the vox pops. How the 
gathering of information through either a vox pop or an interview and how the 
collected data is processed, potentially affects the findings. If the analysis had 
been conducted separately on the basis of each vox pop instead of merging 
them together as one, the findings would be considerably different, thereby 
changing the outcome of our project report. However, we chose to merge the 
data from the vox pops creating an overview of all our data in the analysis. The 
findings are thus viewed as being affected by the time and the place of when the 
vox pop was conducted. If the vox pop had taken place at another time of the 
day in another area of Copenhagen, the data might have looked different. 
However, we do not consider this factor to invalidate our findings, due to the fact 
that we took the appropriate precautions when conducting the vox pop.    

After we began decoding the data, it became clear that the project might 
have benefited from us taking a different and more selective approach to the 
interviews. As previously presented, we split the target group into three different 
age segments, in order to get a more detailed insight into our target group. 
However, we found that all of our age segments in the interviews liked the poster 
and did not feel offended by the style and design. Thus, the interviews only gave 
us an insight into people who liked the campaign and did not give us an insight 
8. REFLECTIONS
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into the 35% of people from the vox pop who did not like the poster. In order to 
accommodate this concern, we would have liked to organise an interview with 
people from our target group who did not like the campaign in order to 
understand why.

Additionally, we found that three out of the six people from the interview 
focus groups were already active in donating clothing to charity. As a result, they 
had a hard time judging whether or not they thought the poster would make them 
donate clothes – despite of them liking the campaign – as they were already 
donating. As part of our original campaign plan was to get young people who 
were not already engaged in charity to join the movement, we could have 
benefitted from choosing a focus group of six people who did not already engage 
in clothing donation. A way to accommodate the issue of choosing certain 
interviewees, we could have had a screening process to make sure the group 
was representative of the various opinions. However, such a screening would 
create insecurity towards the validity and relative objectivity of the data hence 
endangering the credibility of the findings. 

!
8. 2. Swot and Tows Analyses 
Another way of extending the current framework could have been to include 
strategic tools when creating the campaign, in order to ensure that the message 
and style would fit the goal of the sender – Red Cross – in a more suitable 
manner.  These considerations arose after the meeting with Red Cross in which 
they described the poster as being too radical. By analysing the organisation 
according to strategic analytical models such as the SWOT and TOWS matrix 
(Breindahl, 2013) that focuses on Strengths, Weaknesses, Threats, and 
Opportunities of a given company. We would thereby have been provided with 
further insights into Red Cross, which could push the project in a direction that 
would suit Red Cross’ internal and external conditions. These analyses should 
have been conducted before the creation of the campaign, thus taking place in 
the very beginning of the process. 

!
!
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8. 3. Learning Process - So what is the verdict? 
When initially launching the process of creating this project report we expected 
the whole process of writing, as well as conducting interviews and vox pops, to 
be a learning experience in itself. The various elements of planning, executing, 
testing and decoding of findings represent the different stages in our learning 
process. 

We are able to look at the initial ideas and see how they have developed through 
the entire process and how the shaping of the report has changed during the 
writing process. In alignment with our social constructivist approach, these 
changes are due to the fact that the whole group, in collaboration, constructed 
knowledge along the way.

In the creation of this project, we all learned to execute a vox pop as none of the 
group members had previously done that. Some of us also learned how to 
conduct an interview for the first time. We believe that these two elements are 
practical tools of great value when working with communication on a professional 
level. 

We further discovered that quantitative and qualitative research methods 
complemented each other towards the goal of reaching the right findings. None 
of the methods would have worked quite as well individually, as opposed to being 
supported by each other. 

!
!
!
!
!
!
!
!
!
!
!
!
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This project report was anchored in a fictive communication campaign, originally 
created as a means to get young people between the ages of 16-25 to donate more 
clothes to the Red Cross organisation. The aim of this project was to test a product 
from the campaign, a poster, on the target group. In order to test the poster, a 
theoretical framework was created and used to conduct both practical work and 
subsequent analysis of the collected empirical data. 

The work process was guided by the following problem definition:

!
Is it possible to successfully market the serious matter of charity, in the 
ironic manner seen in the swAgFRICA poster?

!
In order to reach an answer to this problem definition, the following research 
questions were formulated:

- Does our target group understand the message in the swAgFRICA poster?

- How does the target group react to the ironic style of communication in this 
poster? 

!
To answer the first research question, we asked over 100 people in a vox pop, what 
they thought the message of the poster was. An average of 65% understood the 
intended message immediately, and after the respondents had time to read the text 
that number rose to nearly 100%. The answer to whether or not our target group 
understands the message of the poster then indicates a yes. 

In relation to the second research question, we retrieved information through 
a vox pop as well as three focus group interviews. The vox pop showed that 65% of 
the respondents liked the overall style of the poster. Moreover, the interviews 
showed that all of our age segments (16-18/19-21/22-25) responded well to the 
ironic expression, and pointed to the catchphrase – swAgFRICA – as something 
they liked along with the use of lively colours and the happy children featured on the 
poster. Only a very small difference between gender and age was found in relation 
9. CONCLUSION
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to the answers, and the poster thus appealed to both genders and all ages within 
our targeted age group, 16-25 year olds. 

All of the above deductions make it possible to answer our problem definition: Is it 
possible to successfully market the serious matter of charity, in the ironic manner 
seen in the swAgFRICA poster?

On the basis of the positive feedback gained through the vox pop and interviews, 
the answer to this question indicates that it is in fact possible. We conclude that by 
taking a fun and different approach to the subject of charity, we successfully catch 
the attention of our target group who feel that our ironic approach appeals more to 
them than traditional charity campaigns. We thus believe to have successfully 
market the serious matter of charity in a fun manner, due to the fact that we 
managed to represent an ‘old issue’ in a modern and contemporary way. 

!
!
!
!
!
!
!
!
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What do you do with the clothes you do not really use? You probably keep them 
in the back of the closet or boxed away in the attic like most people. You might 
have the idea that someday you will get to wear that red dress even though it is a 
bit too tight, and surely those boot-cut jeans will make a comeback in the fashion 
world in the nearest future. But chances are you are never going to wear those 
clothes again, and if you are in your teens or early 20’s, you probably have 
enough clothes anyway. So why not gather all of the clothes you are not really 
using and donate them to a good cause? 

	 We set out to spread this message in the shape of a fictional Red Cross 
campaign, which aimed at getting young people between the ages of 16-25 to 
donate more clothes to the Red Cross stores and containers placed around the 
country. By focusing on clothing donations instead of cash donation, we would 
make it possible for most people, even students, to become active participants in 
charity without having to spend their last cash of the month in the process. We 
designed the following poster featuring two stylish African-looking kids along with 
the tagline of the campaign: ‘swAgFRICA’.

!
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We set out to investigate whether or not our target group actually understood the 
message of the poster and if they liked the ironic style of the layout. It was 
interesting to investigate if a design this different from traditional charity 
campaigns could actually work. 

	 By conducting a vox pop we discovered that more than half of the 
representatives from our target group, actually did like the poster and its style; a 
total of 65% to be accurate. We then conducted three focus group interviews, 
which gave us a more in-depth description of the target group’s opinion and 
attitude towards the poster. The interviews showed that there were no significant 
indications that gender or age played a part in the overall outcome of the 
interviewees’ responses. 

On the basis of our investigations, we found that it was possible to catch 
the attention of the 16-25 year olds, by marketing the serious matter of charity in 
a fun manner and represent an ‘old issue’ in a modern and contemporary way. 
The target group expressed that they did not feel offended but merely optimistic 
and joyful when looking at the poster. The process of testing our design left us 
wiser about the importance of combining quantitative and qualitative research 
methods, as well as the benefits of testing a product before completing the 
design process. Overall, we became more knowledgeable in how to approach a 
similar challenge in future work. 

	 If you also have unused clothes at home, then you too can be part of the 
swAgFRICA movement. Join the campaign, help us ‘swag up’ Africa and you will 
be helping those in need around the world – with the benefit of gaining more 
closet space. 

!
!
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A poster with the message “Help ‘swag up’ Africa by donating your clothing to 
Red Cross!” was designed as part of a communication campaign for Red Cross. 
This project report investigates how the targeted age group – 16-25 year olds – 
receives the communication product; the poster, in order to examine whether or 
not it is possible to use irony as a successful campaign tool in the marketing of a 
charity cause.  

Windahl & Signitzer’s theory on audience segmentation is included in order 
to identify and account for the chosen target group. Additionally, Juel’s theory – 
the Six Communicative Functions – is included to analyse the layout of the poster. 
It thereby becomes possible to identify and clarify the different elements on the 
poster, which in conjunction shape the overall communicative expression. Kvale & 
Brinkmann’s approach to interview theory is applied to plan, design, and execute 
three qualitative focus group interviews. Following this, a vox pop is conducted 
as a way to quantitatively assess the target group’s opinion about the poster. The 
quantitative vox pop along with the qualitative interviews, complement each other 
in the testing of the communication product. 

The analytical findings from the vox pop and interviews indicate that it is 
possible to market irony in a successful manner in a charity campaign, as more 
than 65% of the target group understand the message and like the style of the 
poster. Furthermore, it is concluded that the target group prefers the happy and 
ironic expression in the poster to traditional charity campaigns. 

!
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Product descriptions 

Poster: Our main product is the poster which we intend to be humoristic 
yet  informative. The poster features two African children in the centre, wearing 
fancy clothes, which we refer to as being ‘swag’. The background is a picture of 
space, which gives the poster a contemporary and young feeling. The campaign 
slogan ‘swAgFRICA’ is to be found at the top of the poster, and the logo and key 
message is to be found at the bottom along with the logo of Ungdommens Røde 
Kors. The look of the poster is very colourful and playful, which makes it stand 
out when placed in a public setting. The irony of two ‘swag’ African children is 
intended to be humoristic which we believe will catch the attention of our young 
target group. 

!
Smartphone Application: Our second product is a application with access to Red 
Cross information and social media feed. An illustration will show the features 
and possibilities of the application. The information will mostly rely on letting the 
user locate the nearest Red Cross store or container where it is possible to 
donate clothing. It will also provide the user with the relevant opening hours. 
These two features combined, will make it easier and more convenient for people 
to donate clothes. We have chosen to rely on a application instead of a 
homepage because we believe it will be easier for the user to remember to 
donate as often as possible whenever he or she glances at the app icon in the 
smartphone. Additionally our concept will include a social media feed based on a 
hash-tag #swAgFRICA, making it possible to show other donors the fun of going 
thrift shopping in the Red Cross stores or donating clothing yourself. The 
application will also be featuring notifications based on the users location with 
messages such as “There is a Red Cross store less than a kilometre away, which 
is open till 6 o’clock”. 

!
Go-Card: For our third product we have chosen to create a Go-Card or a mix 
between this and a Cut-out iPhone. We believe it is important to provide the 
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target audience with something graspable and memorable. This Cut Out iPhone / 
Go-Card will be made to match our poster as much as possible, in order to 
thoroughly link between our different channels and platforms. Therefore the cut 
out iPhone would also feature adorable swaged up children with fancy clothes. 
We are currently focusing on creating 2 types of cutouts, one with each of our 
swag models.
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APPENDIX . 2. 1
AMOUNT OF RESPONDENT
AGE male female TOTAL BOTH MALE AND 
FEMALE.
16 6 8 14
17 1 3 4
18 3 4 7
total age group 16-18 10 15 25
19 3 1 4
20 4 8 12
21 10 8 18
total age group 19–21 17 17 34
22 7 3 10
23 4 4 8
24 9 6 15
25 3 5 8
total age group 22-25 23 18 41
TOTAL RESPONDENT 50 50 100
outside target group
14 1 1
26 1 1
27 2 2
28 2 2
29 2 2 4
30 3 3
31 1 1
TOTAL 14
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DO THE RESPONDENT UNDERSTAND THE MESSAGE OF THE 
AGE MALE FEMALE
ABOUT 
CHARITY
ABOUT 
MUSIC
OTHER ABOUT 
CHARITY
ABOUT 
MUSIC
OTHER
16 3 1 2 4 1 3
17 0 1 0 1 0 2
18 2 0 1 3 1 0
total age group 16-18 5 2 3 8 2 5
19 1 1 1 0 1 0
20 3 1 0 7 0 1
21 9 0 1 5 1 2
total age group 19-21 13 2 2 12 2 3
22 4 0 3 1 1 1
23 3 0 1 2 2 0
24 7 1 1 4 1 1
25 3 0 0 4 0 1
total age group 21-25 17 1 5 11 4 3
total 35 5 10 31 8 11
total male 
=
50 total 
female=
50
EXTRACT
age group 16-18 5 2 3 8 2 5
age group 19-21 13 2 2 12 2 3
age group 22-25 17 1 5 11 4 3
age group 16-18 - in 
%
50 20 30 53.33 13.33 33.33
age group 19-21 in % 76.47 11.76 11.76 70.58 11.76 17.64
age group 22-25 - in 
%
73.91 4.34 21.73 61.11 22.22 16.66
AVERAGE in % 66.79 12.03 21.16 61.67 15.77 22.54
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DO THE RESPONDENT LIKE THE STYLE OF THE POSTER?
AGE MALE FEMALE
LIKE DO NOT 
LIKE
NOT SURE LIKE DO NOT 
LIKE
NOT SURE
16 3 2 1 7 0 1
17 1 0 0 3 0 0
18 1 2 0 2 2 0
total age group 16-18 5 4 1 12 2 1
19 2 1 0 1 0 0
20 2 2 0 5 3 0
21 5 4 1 4 4 0
total age group 19-21 9 7 1 10 7 0
22 5 2 0 2 1 0
23 1 3 0 4 0 0
24 7 1 1 5 1 0
25 2 1 0 5 0 0
total age group 22-25 15 7 1 16 2 0
total 29 18 3 38 11 1
total 
male = 
50 total 
female 
= 
50
EXTRACT
age group 16-18 5 4 1 12 2 1
age group 19-21 9 7 1 10 7 0
age group 22-25 15 7 1 16 2 0
age group 16-18 - in 
%
50 40 10 80 13.33 6.66
age group 19-21 - in 
%
52.94 41.17 5.88 58.82 41.17 0
age group 22-25 - in 
%
65.21 30.43 4.34 88.88 11.11 0
AVERAGE in % 56.05 37.2 6.74 75.9 21.87 2.22
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DO THE RESPONDENT THINK THE POSTER OFFENSIVE?
AGE
Yes, 
Offensive
Not 
Offensive
Not sure Yes,!
Offensive
Not 
Offensive
Not 
sure
16 1 5 0 0 8 0
17 0 1 0 0 3 0
18 1 2 0 0 4 0
total age group 16-18 2 8 0 0 15 0
19 0 3 0 0 1 0
20 0 4 0 1 7 0
21 1 8 1 1 7 0
total age group 19-21 1 15 1 2 15 0
22 0 7 0 1 2 0
23 0 2 2 0 4 0
24 1 7 1 0 6 0
25 1 2 0 0 5 0
total age group 22-25 2 18 3 1 17 0
total 5 41 4 3 47 0
total male 
=
50 total 
female
50
EXTRACT
age group 16-18 2 8 0 0 15 0
age group 19-21 3 23 1 2 30 0
age group 22-25 3 33 4 3 32 0
age group 16-18 - 
in %
20 80 0 0 100 0
age group 19-21 - 
in %
5.88 88.23 5.88 11.76 88.23 0
age group 22-25 - 
in %
8.69 76.26 13.02 5.55 94.44 0
AVERAGE IN % 11.52 81.50 6.30 5.77 94.22 0.00
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Interview Questions  
The beginning of the interview will be anchored in a short description of the 
interviewees. E.g. single or in a relationship, education, working or going to 
school, geographic segmentation (just in case) and age. Furthermore, brief the 
focus groups about the circumstances of the interview, and what we wish to get 
out of it in order to set the stage (Kvale & Brinkmann, 2009: 128).  

!
When preparing the interview we will differ between our Research Questions (RQ) 
and our Interview Question (IQ) (Ibid.: 132). Our research questions are classified 
as our academic questions regarding the subject. The interview questions are 
then a ‘translation’ into everyday language in order to make it easier for the 
interviewees to grasp and get the conversation flowing (Ibid.: 132). 

!
1. RQ: What is the primary eye-catcher on the poster?

IQ: What is the first thing you see or notice on the poster? 

- 	 Hvad er det første du lægger mærke til på plakaten?

2. RQ: Is the message of the poster obvious to the target group?

IQ: What do you think this poster wants you to do?

- 	 Hvad tror du, denne plakat vil have dig til at gøre?

3. RQ: Is the chosen layout successful in aiming for an ironic expression?

IQ: What do you think about the combination of choice of words and 
pictures on the poster? 

- 	 Hvad synes du om kombinationen af billed og ordvalg på 
plakaten? 

IQ: Do you like the style of this poster? Why or why not?

- 	 Kan du lide stilen og udtrykket på denne plakat?

4.    RQ: Do our subjects find the style of the poster to be offensive or provoking?

IQ: Did you feel provoked or offended when first presented with the poster? 

APPENDIX . 3
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	 	 -	 Følte du dig provokeret eller stødt da du først blev 
præsenteret for plakaten?

IQ: What do you think about the way the children are presented and 
dressed in the poster? 

	 	 -	 Hvad synes du om måden, hvorpå børnene er 
præsenteret samt deres tøj?

5.  RQ: Would any changes to the poster have made it appeal more to our target 
group?

IQ: What do you think could have been different on the poster, which would 
make it appeal more to you? If anything. 

-	 Hvad synes du skal være anderledes på plakaten, som ville få 
den til appellere mere til dig? Hvis det er noget.

6.  RQ: Does our focus group have any thoughts in regards to the poster that we 
have not articulated, which they would like to add?

IQ: Do you have any ending notes or thoughts on the subject you would 
like to add before we end the interview? 

- 	 Har du nogle tilføjelser, kommentarer eller tanker om emnet, 
som du ønsker at tilføje?

The questions have been translated to Danish in order to conduct the interview 
with Danish people. 

!!!!!
!
!
!
!
!
!
!
!
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Interview age group 16-18 
The interview took place at Gladsaxe Gymnasium (GG) in the afternoon of a 
weekday. Due to the fact that both of the interviewees attended GG, this was 
seen as a relaxed and suitable place to conduct the interview. Both of the 
interviewees were 17 years old and classmates. 

0.29 	 Q: What is the first thing you notice when you see the poster?

Both: It says Swag - the word ‘Swag’

0.46 	 F17: The universe background and the colours

1.00 	 M17: the hand gestures, something made it humoristic (the guy in the red)

1.18 	 M17: The ‘swAgFRICA’ is humoristic – appeals to young people. Young 
people do not donate normally, but when you do it in this way with ‘swag’ 
it would probably help.

1.43 	 F17: It is modern. It appeals to young in a new way. That is what catches 
your attention because it is a word (swag red.) what you know.

2.00 	 Q: What do you think this poster wants you to do?

       	 Both: to donate our clothes (bots said this immediately)

2.10 	 F17: You have to download some app, and there is a hash-tag. This 
signals that you are not aiming for 70-year-old people.

2.30 	 M17: The fact that it is the URK that is sending this message makes it 
seem as though it is directed at young people and hereby trying to get 
everybody (age-wise) engaged in donating.

3.45 	 Q: What do you think about the combination of the elements in the 
poster?

       	 M17: Donating clothes is kind of old fashion way of helping but putting it 
like this with swAgFRICA makes it funny and a nice thought of 
modernising something old with new catchphrases.

4.30 	 F17: When you now have chosen to aim for the younger target group it 
makes very much sense to have the boys stand like that. You know that it 
is not like the normal unfortunate kids with a bowl of water on their heads. 
But it instead is hipster/swag young Africans who are looking happy. It 
APPENDIX . 4
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makes one smile. I don’t get the background but I think it is supposed to 
work as an eye-catcher but the African continent makes sense.

5.23 	 M17: I think it makes sense that it is young kids who are wearing youth 
clothing to make other young people able to relate to Africans wearing 
their clothes. “They are just like us.” Depicting a poor young kid would not 
be effective. It is difficult to put yourself in their place, so putting them in 
‘your cloth’ works on young people.

5.55 	 F17: Seeing them in this kind of cloth makes you think they do need 
clothes even though it is warm, because they need modern clothing and 
not just a sack over their body.

6.12:    Q: Do you like the expression on the poster?

       	 Both: Yes. You get a smile on your lips when you see it. The best way to do 
this kind of advertising is by using humour. Instead of making you feel bad. 
Many advertisements like this make you feel bad and give you a bad 
conscious. But here you get happy because of the kids who seem to have 
a party.

7.15 	 Did you feel offended/provoked when you saw the poster?

       	 M17: Not at all. But I do understand if others would find I provocative.

       	 Both: You kind of make a fool out of kids in the western world (ETHICAL 
ISSUE! Red.). Western kids have something to give but do not do it. But it 
is a good think it is provocative. But people get provoked by almost 
anything.

8.18 	 What do you think of the way the kids are presented in?

       	 Both: It can seem provocative. Because it makes a fool out of western 
kids. But it is “…  også bare grineren”. But I/we like it. It is difficult not to 
smile when you see them.

8.56 	 If something should be changed in order to make it more appealing to 
you, what should it be then?

       	 Both: It is definitely going to cause a stir. You can easily change it but I am 
not sure you are going to benefit from it. The slogan works very well! You 
need something simple to catch the youth – and swAgFRICA succeeds. 
You will remember ‘swAgFRICA’ and you know what to do just by looking 
at the poster – that is downloading an app and the hash-tag.
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11.10   Do you have anything to add?

       	 M17: swAgFRICA works better than ‘help the hungry children in Asia or 
Vietnam       	 

12.30   F17: You just get very happy by looking at the kids! They are so sweet!

13.18    F17: Some campaigns you remember, and this is one of them. I would 
look browse the hash-tag on Instagram. You will be talking more to your 
friends about this poster/campaign than just a regular Red Cross 
campaign. It will work better than many other campaigns if you want to get 
a hold of the young people. You will probably be able to ‘catch’ my little 
brother who is 14 with this as well. Red Cross has got the reputation about 
being only for elderly and buying recycled (not fashionable clothes, red.).

14.50   Both: It is definitely have the signs that it is going to ‘become something’, 
because of the cool slogan and the provocative theme.

15.15   F17: Yes I agree, and then it is different.

!
!
!
!
!
!
!
!
!
!
!
!
!
!
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!
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Interview age group 19-21 
The interview with Vincent and Julie who represent the 19-21 years old segment 
of our target group took place on a random weeknight. The time span was 
approximately 13 minutes. We began the interview with a short greeting session 
followed by the first interview question eventually followed by the remaining 
questions.

!
Q: What is the first thing you see or notice on the poster? 

A: The two children on the poster

Q: What do you think this poster wants you to do?

A: Support Africa. If you take a closer look at the poster and read the text you 
know that it will have you to donate clothing. It was also the first thing I noticed, 
when I saw the poster, that it had something to do with clothes due to the clothes 
that they are wearing.

Q: What do you think about the combination of choice of words and pictures on 
the poster? 

A: The top part of the poster is maybe a little confusing. It also confuses me but 
when I take it all into consideration, I like it. Very cool heading, I believe. As well 
as the hash-tag. I think that looks cool.

Q: You both mentioned that the poster appears confusing. Can you elaborate on 
that?

A: I became confused when confronted with the capital letter A. But when I 
thought about it, I liked it.

Q: Would the poster make you stop and have a look, you think?

A: I would because of the children, I think. In general I think, it’s a decent take on 
it. It’s nice and it’s also the background that I notice.

Q: Is it the colours of the background that are catchy or is it something else you 
think?

A: The glittering somehow effect. All the colours are a bit confusing but it’s a cool 
effect and nothing bad.
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Q: Do you like the style of this poster? Why or why not?

A: In the light of the message, I think it nails it. I also think that it’s cool that it’s 
different from what you usually associate with donating to Africa, as these are sad 
campaigns that make you feel bad. Here, it actually makes you smile.

Q: So you want to describe this campaign as different from the other campaigns; 
that seems overall positive?

A: In general when I see a Red Cross campaign I’m confronted with the feeling of 
guilt and eventually become sad. So I prefer this campaign. It makes me want to 
look at it and read it through and actually do something/act upon it.

Q: When you look at the poster, is it clear to you that the sender is the Red 
Cross?

A: No, I didn’t think about that. Me neither. When I take a closer look, I get it but 
not at first.

Q: Do you think it’s problematic that you can’t see the sender?

A: Not really, because if you intend to do something, you will stop and take a 
closer look. To be honest, it didn’t take me that long to figure out that it was 
‘Ungdommens Røde Kors’ who was the sender.

Q: Did you feel provoked or offended when first presented with the poster? 

A: No! I have previously been more provoked by other Red Cross poster on which 
the kids are sitting down with nothing at all. This poster is just a cute little thing. 
It’s a sweet message and you can see that they are happy.

Q: What do you think could have been different on the poster, which would make 
it appeal more to you? If anything. 

A: Now I’m contradicting myself but maybe if they wore little less fancy clothes. 
The thing about the little S can also be an irritating thing. Maybe the word clothes 
could have been written in capital letters so you would notice it more.

Q: Do you have any last comments?

A: That thing, but the hash-tag looks professional, I think. It makes it modern and 
catches us, the young people. In general, the poster looks really professional. 

!
!
!
!
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Interview age group 22-25 
The following is an interview with Mads and Eva who are both 24 years old and 
live in Copenhagen. The interview was conducted a Saturday morning in a cosy 
environment in order to make the interviewees feel relaxed. 

!
IQ: What is the first thing you see or notice on the poster? 

00:28 The kids and their smiles are the first things that stand out on the poster. 

!
IQ: What do you think this poster wants you to do?

(1:00) After reading the text, it is to donate clothing to Africa. 1:39 I wouldn’t know 
what the message was without the text, put the special layout makes me want to 
read the text. 

!
IQ: What do you think about the combination of choice of words and pictures on 
the poster? 

(2:26) The combination between picture and text is an eye-catcher because there 
is a difference between how I think African kids would look, and how they look in 
this poster.

!
IQ: Do you like the style of this poster? Why or why not?

(3:40) I like it, I like the contrast as mentioned before. (4:24) I normally see very 
poor kids without any clothes on in similar campaigns, and here the kids look 
happy. (4:49) You can also say that in this poster the kids are happy because they 
got the new fancy clothes. (4.:50) So the message could be understood as: 
donate your clothes in order to make these kids happy. 

!
IQ: Did you feel provoked or offended when first presented with the poster? 

	 (5:13) I didn’t feel offended, but I do think it is special, different and a little 
provoking. 

!
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IQ: What do you think about the way the children are presented and dressed in 
the poster? 

	 (6:11) They look very different as I would expect from African children. 
They look like they are happy because of their new clothing. 

!
IQ: What do you think could have been different on the poster, which would make 
it appeal more to you? If anything. 

(7:10 Eva) I would have been more affected and touched if I saw sad kids that 
weren’t happy. That would have made a bigger impression, as it is more real. This 
poster is more fun. 

(7:48 Mads) I don’t feel that way. I would rather see a picture of a happy kid 
wearing pants that a sad kid not wearing pants. 

!
IQ: Do you think this campaign might make you donate clothes to Red Cross?

(8:34) I do think it would make me think twice about it and might donate more 
clothing. We already donate but it does make an impression and is different so I 
think the campaign will make people think about it more. 

!
IQ: Do you have any ending notes or thoughts on the subject you would like to 
add before we end the interview? 

(13:39 Mads) I would be a little confused because the kids on the poster are 
younger than me, so I wouldn’t expect them to fit my clothes. That might get me 
confused as to whether or not they could really use my stuff, but I would probably 
still donate. 

